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Abstract
In the case of food products, the concept of country of origin is frequently present because of the shorter 
time spend by the consumer during the evaluation of alternatives phase. The aim of this study is to determine the 
inϐluence of country of origin attribute over the consumer in the case of food products by comparing to attributes 
like brand, price, package and ingredients. A study was conducted among the people from Cluj-Napoca in 2013, on 
a sample of 277 people. The instrument used was the questionnaire which had four parts. A major objective of this 
study was to investigate if the results obtained by Dosen (2006) in his study will be the same among the Romanian 
consumers. The ϐirst hypothesis considers that the brand is more important in the buying decision-making process 
than the country of origin. The second one refers to price as being more important than the country of origin. 
Results indicate that price is more important than all the attributes mentioned: country of origin, ingredients, 
brand, and package. Country of origin is more important than brand and package. Brand is more important than 
package. In the present study brand is not more important than the country of origin and price is more important 
than the country of origin. It can be concluded that the country of origin is an important attribute when referring to 
food products, but price is the most important one. Package is the least important attribute, so not so many efforts 
must be spent for it. 
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Introduction: In the case of food products, 
the concept of country of origin is frequently 
present because of the shorter time spend by the 
consumer during the evaluation of alternatives 
phase. Schnettler et al. (2009) consider that the 
country of origin effect could be the key element 
for adding value to products and differentiate 
from the competition. Philp and Brown (2003) 
highlight an interesting fact regarding the 
globalization which instead of reducing the 
consumer sensitivity towards the products origin, 
the result was an intensiϐication of the consumers’ 
sensibility toward foreign products. This aspect 
has huge marketing implications. 
Orth and Firbasova (2002) and Dosen et 
al. (2007) concluded that products from more 
developed countries are more appreciated than the 
products from less developed countries. Generally 
there is a tendency to prefer the products from the 
consumer country of origin. 
Chryssochoidis et al., (2007) connects the 
country of origin effect with the consumer’s 
attitude towards importated products, observing 
the negative aspect of this effect especially in the 
case of those products which must enter on a new 
market, because the country of origin effect acts 
like a barrier for the consumer perception.
Dosen (2007) investigated how the young 
Croatian people use the attribute „country of 
origin” in evaluating chocolate. Therefore, two 
hypotheses were established: brand has a stronger 
inϐluence than the country of origin and price has a 
stronger inϐluence than the country of origin. The 
study was conducted on a sample of 278 young 
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more important than package. The least important 
attribute for the Romanian consumers is package 
with a mean value of 2.94. In the present study the 
results are very different from the ones obtained 
by Dosen (2007). So, for the Romanian consumers 
brand is not more important than the country of 
origin. Similar to the results obtained by Dosen et 
al. (2007) the attribute “price” is more important 
to the Romanian consumers than the country of 
origin. 
Conclusion: It can be concluded that the 
country of origin is an important attribute when 
referring to food products, but price is the most 
important one and ingredients/recipe also. 
Package is the least important attribute for the 
Romanian consumers within the analyzed sample. 
These ϐindings could be useful to agro food 
marketing because it highlights the attributes 
considered important to consumers during the 
decision –making process.
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Croatian people. For the young Croatian brand 
and price are more important than the country of 
origin during the buying decision making process. 
Aims: The aim of this study is to determine 
the inϐluence of country of origin attribute over 
the consumer in the case of food products by 
comparing to attributes like brand, price, package 
and ingredients.
Materials and Methods: A study was 
conducted among the people from Cluj-Napoca in 
2013, on a sample of 277 people. The instrument 
used was the questionnaire which had four parts. 
The ϐirst part comprises the 17 afϐirmation of the 
Cetscale based on the American Cetscale by Shimp 
and Sharma, the second part contains questions 
related to the consumer attitude towards 
imported food, the third part towards local food 
and the fourth part was a socio-demographic 
section. A major objective of this study was to 
investigate if the Romanian consumers consider 
the attribute „country of origin” important during 
the decision-making process of buying. Beside the 
attributes established by Dosen (2007) – ”country 
of origin”, ”brand”, ”price” in the present study 
two more elements were included: ”ingredients/
recipe” and ”package”. The questions were built 
using a 5-point scale from 1-”not important at all” 
to 5-”very important”. Results were interpreted 
using mean values.
Results: Results indicate that price is more 
important than all the attributes mentioned (the 
mean value obtained is 4.21 which indicates that 
the attribute “price” is more than important to 
the Romanian consumers). ”Ingredients/recipe” 
is also important to consumers but the mean is 
only 3.98. The third important attribute is country 
of origin (mean value 3.46). Country of origin is 
more important than brand and package. Brand is 
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